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Lucent Stays Focused On Wireless 


BY MARISA TORRIERI 

Ever since Lucent’s [LU] board replaced 
CEO Richard McGinn with Henry Schacht in 
late October, the company has received a lot 
of unfavorable publicity. Four months later, 
its stock is still in the doldrums (at Monday’s 
market opening, shares were selling for $12.34 
each, compared with a yearly high of about 
$71). But its wireless data business is thriv- 
ing. Stacey Gelman, mobile Internet vice presi- 
dent in Lucent Technologies’ Wireless Net- 
works Group, explains how Lucent manages 
to stay grounded during shaky market times, 
and how other wireless data companies can 
learn from its example. 


WDN: Can you shed some light on Lucent’s 
future plans for wireless data technology? 

Gelman: In terms of wireless data, what 
we're doing is evolving the two G networks, to 
two-and-a-half G to 3G, and in fact, this year, 


we'll have commercially available 1XRTT, 
which will give the rates required for actually 
doing great things in terms of wireless data. 
So by the end of this year, 
the promise of the mobile 
Internet will be more real, 
because in fact we’ll have 
the effective data rates 
that will enable us to do 
more with the technology. 
If you think about it, the 
ability to access the 
Internet at home, most 
people are still going 
through modems, but with the 1XRTT tech- 
nology, people will be able to get effective data 
rates, which really means you can start doing 
low-quality video, you can start doing more and 
more interesting applications. So with that, 
our whole program inside of Lucent is to con- 


See Q&A, page 2 


Stacey Gelman 


Arab World Takes Tentative Steps Toward 3G 


By FRED DONOVAN 

BEIRUT — Just when you thought all the 
action was in Europe and Japan, this month’s 
Arabcom 2001 conference proved the Arab 
world isn’t too far behind. 

In fact, the Arab telecom industry is taking its 
first tentative steps toward third-generation wire- 
less services. Countries like Lebanon, Egypt and 
Morocco, which have already opened up their 
markets to mobile phone competition are look- 
ing to add general packet radio service (GPRS) 
technology to their GSM networks. GPRS allows 
subscribers to send and receive data at up to 50 
Kbps, compared to 9.6 Kbps with basic GSM ser- 
vice. 

‘Moroccan GSM operator Medi-Telecom—a 
joint venture of Spain’s Telefonica, Portugal 
Telecom, and Moroccan investors—has com- 
pleted the first trial of GPRS in Casablanca and 
expects to launch there in coming months. Leba- 
nese GSM operator Libancell, which is minor- 
ity owned by Finland’s Sonera [SNRA], plans to 


launch GPRS by the end of the year. And Egypt's 
two GSM operators, France Telecom’s [FT] 
MobiNil and Vodafone’s [VOD] ClickGSM, are 
working on their own GPRS systems. 

Kifah Qassim, product manager for Thales 
Instruments, told attendees at the Arabcom 
2001 conference held here March 1-4, that 
GPRS is a good 3G stepping stone for develop- 
ing countries. Qassim said that GPRS involves a 
low investment for countries that already have 
GSM networks and it is fairly easy to migrate to 
3G services down the road. 

Qassim explained that GPRS can be enhanced 
still further with EDGE (enhanced data rate for 
GSM evolution) technology, which boosts data 
speeds up to 384 Kbps, compared to 3G speeds 
of 2 Mbps and above. 


Bumpy 3G Transition 
The transition from 2.5G GSM to 3G systems 
might not be a smooth one, however. One factor 
See 3G, page 5 
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tinue our leadership in terms of the infrastruc- 
ture, but at the same time help the operators 
really get into wireless data and the mobile 
Internet by providing them with platforms and 
applications that they can deploy readily so 
that they can start giving them to end users 
and gaining that experience. 


WDN: Lucent is one of the telecommunica- 
tions companies having the toughest time deal- 
ing with the recent economic slowdown. How 
is Lucent shifting gears to deal with the new 
challenges that arise in order to stay afloat in 
the wireless industry? 

Gelman: Actually, wireless is one of our 
strongest businesses. What we’ve done to 
make-sure that we sustain that position is we’ve 
really focused on making sure that the migra- 
tion of the technology is [smooth], so the abil- 
ity to, in fact, help our operators continue to 
be viable, to continue to make money, by them 
not having to forklift in the new solution is very, 
very important to us. 


WDN: Describe how Lucent evolved over 
time into wireless, and how it is positioning 
itself in the future. 

Gelman: It’s interesting because cellular 
technology began at Bell Laboratories. It’s 
a part of that heritage in terms of what we 
always have been and what we focus on. The 
building I’m in was used in the war times — in 
World War II - as one of the key research ar- 
eas in mobile radio services, which is really 
what is used to evolve into the cellular ser- 
vices that we saw first in the ’50s and ’60s. 
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And then, we took that and really developed 
the technology that became more viable in the 
’70s and ’80s and has continued to be viable in 
the 90s. So, you know the first public cellular 
system that was implemented in Chicago was 
a Lucent-based system. So we really have an 
incredible history, relative to Bell Laborato- 
ries, our AT&T heritage that we’ve continued 
as we’ve become Lucent and continued to lead 
the cellular space, whether it be the deploy- 
ment of 2G digital systems in North America 
to the mobile Internet platforms that I’m ac- 
countable for, and even today, our focus is on 
advanced cellular optimization algorithms and 
antenna systems. 


WDN: What do you think are some of the 
biggest concerns facing the wireless industry 
right now, and how do you think they need to 
be dealt with? 

Gelman: The biggest concern I think the 
industry faces is the amount of investment that 
was made for acquisitions of spectrum, and 
then the associated cost of utilizing that spec- 
trum through the deployment of new infra- 
structure. So when you think about it, here 
the operators have outlayed a commitment to 
a large amount of cash, and what is needed is 
the mechanisms by which they’ll continue to 
make money and be viable and they have to 
go through a big cash outlay. What we really 
believe is that mobile Internet, or data applica- 
tions, will be the way that they'll be able to in 
fact be healthy right now and continue to gen- 
erate revenue as they’re outlaying the cash 
necessary to build up the infrastructure, and 
then once built, the mobile or data applications 
will be the way they will make money. Today’s 
applications for example, messaging is hot. 


See Q&A page6 
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Verizon Smart Phone No Bargain For The Masses 


From Staff Reports 

Verizon Wireless [VZ] boasts it’s taking the 
lead in offering a smart phone, but the handset’s 
price could leave customers’ wallets smarting. 

Bedminster, N.J.-based Verizon Wireless yes- 
terday made Kyocera Wireless’s 6035 Smartphone 
model available for $499 to customers that sign on 
for at least a year of service. 

Kyocera Wireless, a subsidiary of the Kyocera 
International holding company of Kyoto, Japan- 
based Kyocera [KYO], introduced the 6035 last 
December. The 6035 features Web access and sup- 
ports the installation of applications compatible 
with Palm’s [PALM] software for handheld com- 
puter operating systems. The handset will work 
with CDMA PCS and cellular networks, as well as 
with analog coverage. 

While Verizon Wireless is the first U.S. carrier 
to offer its customers a Palm-compatible smart 
phone, Cingular Wireless and Sprint PCS [PCS] 
already are offering products or services enabled 
by PDA technologies. 


Nokia: 3G Is History Repeating Itself 

IRVING, Texas — Nokia [NOK] President K-P. 
Wilska expects the wireless industry’s migration 
to 3G to be much like its journey from analog to 
digital services — with different services as the 
end result, of course. 

Part of that migration, Wilska said, will be rolling 
out handsets that work on one 3G interface stan- 
dard before developing phones capable of work- 
ing with both of the standards. 

“T don’t see the marketplace going there,” he 
said during a 3G deployment outlook conference 
hosted by Nokia at the beginning of the month. 

Wilska’s comment came a day after Irwin 
Jacobs, CEO of Qualcomm [QCOM], said makers 
of 3G phones would need to support both the W- 
CDMA and cdma2000 standards. Qualcomm de- 
veloped the CDMA interface technology, which is 
the basis for both 3G-interface standards. 

W-CDMA is the standard existing GSM and 
TDMA networks will use to reach 3G capabilities 
and cdma2000 is the standard existing CDMA net- 
works will use. Nokia develops W-CDMA hand- 
sets and infrastructure equipment. 


Equipment Makers Jockey 
For Position In Telecom Horserace 
The names of the top eight telecom equipment 
manufacturers stayed the same in 2000 as in 1999, 
but the mixture of wireless, optical and Internet gi- 
ants emerged with anew leader—Ericsson [ERICY], 
which moved up from its perennial No. 2 spot. 
According to an annual Gartner Dataquest in- 
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dustry survey, Ericsson’s $31.3 billion revenue for 
2000 edged out the new No. 2 telecom equipment 
player, Nortel Networks [NT], which had $30.3 
billion in sales for the year. Rounding out the top 
tier were third-place Nokia [NOK] at $27.2 billion 
and last year’s leader Lucent Technolo- 
gies [LU] ($25.8 billion), which dropped 
to fourth largely as a result of spinning off 
Avaya [AV]. 

Cisco Systems [CSCO] ($23.9 billion) 
came in fifth, followed by Siemens and 
Motorola [MOT] ($22.8 billion each) and Alcatel 
[ALA] ($21.6 billion). 


Davinci And Vitria Team To Take 
Better Care Of Needy Carriers 
Toronto-based Davinci, which makes customer- 
care software systems for wireless providers, and 
See BUZZ page6 


Paging a Great Market To Be In... If You 
Somehow Manage To Avoid Bankruptcy 


Jim Harris, head of Seneca Financial, says 
paging will continue to present great opportuni- 
ties for companies that differentiate themselves 
from the rest of the generic vendors preaching 
the same old gospel. 

“There are a lot of uses and needs for the so- 
called cheap beep, and those needs, I think, will 
increase over time,” he says. “I suspect there 
will always be the need for companies to provide 
low-cost communications.” 

Sounds like the usual analyst assessment. 

The irony is, it’s his company that happens to 
be liquidating the assets of paging vendor TSR 
Wireless, a market leader until cell phones were 
big. Now, it’s only pocket change for the survi- 
vors of the paging wipeout. 

Not to mention everybody knows two-way 
messaging, the cute little offspring of the pag- 
ing industry, is faltering. 

Companies such as WebLink Wireless 
[WLNK] and Arch Wireless [ARCH] have 
taken exorbitant dives on the stock market this 
past year. 

But Harris says he isn’t jaded about the 
messaging market, either. 

“T wouldn’t be so quick to jump on that band- 
wagon,” he says, referring to those that have 
bashed messaging. 

So what went wrong with TSR Wireless? 

“Thaven’t done a postmortem on them, [but] 
I think it’s very difficult to maintain — in this 
marketplace - a very high-leverage communi- 
cations company.” — Marisa Torrieri 


wirelesstoday.com 


wireless data NCW S zs 


Company Profile: NetMorf 


Web Site: www.netmorf.com 
31 Saint James Avenue 
Boston, MA 02116 
Telephone: 617/603-2901 
Fax: 617/603-1999 


Born: February 2000 

Financial Stats: Closed $10.9 million in financing last year headed 
by VantagePoint Venture Partners. 

Leadership: Michael Maggio, President and Chief Executive OF 
ficer; Chuck Conley, VP, Marketing; William Dedrick, Senior Vice President, Worldwide Sales 
and Marketing; Rajeev Tipnis, Founder and Chief Scientist; Shyam Kamadolli, Founder and 
Chief Technology Officer. 

Nemesis: Everypath, Brience, Air2Web, Aether 

Calls Itself A: wireless platform software company 

Meaningful Partnerships: Mobillant, Alliance Consulting Group, Mobilocity, LiveSky So- 
lutions, eGlobal Reach, New Channel Technologies. 

Plans To Conquer The Wireless World: NetMorfis encouraging mobile commerce by 
giving all industries a wireless presence for all types of devices and protocols. But unlike 
Aether, which custom-builds mobile applications for companies wanting a wireless presence, 
NetMorf lets companies use its software to tailor the wireless application (Let’s just hope 
NetMorf’s customers are computer literate, or they'll be spending all their time talking to the 
technical support team). 

Biggest Worries These Days: The question is not if, but when. 

“When is the market going to take off?” Michael Maggio, NetMorf’s president and CEO 
asks. “Is it 12 months out? Is it 24 months out? We’d like it to be here today but it’s not.” And 
since enterprises are cutting expenses these days, Maggio’s second concern is how much 
potential customers are willing to spend (if anything) on a wireless presence. 

“The secondary concern today is the concern for the economy,” he says. 

Words To Live By: “Take each minute one at a time,” Maggio says. “When you're in a 
brand new space like wireless, you never know what’s going to happen to you. Be ready for 
whatever the world’s going to hand you a minute from now.” 

Nitty Gritty Details: 

Wireless application vendors are hungry. They know that every business out there will soon 
be wooed by the glamour of wireless. They know that those businesses will want to edge out 
their competitors with a killer wireless presence. 

That’s where NetMorf waits like a pack of wolves. 

The pitch? NetMorf will help businesses enter the world of m-business and hit the ground 
running. 

“We're not morphing a person’s Web site, we’re morphing a person’s business,” Maggio 
says. “There’s really no compelling reason for wireless if it’s really just to deliver Web content 
wirelessly.” 

The company targets organizations ranging from business-to-consumer and business-to- 
business sites (as in e-tailers, e-channels), to corporate Intranets used for mission-critical opera- 
tions (sales force automation, dispatch). Basically, anyone that wants to start shop on a mobile 
device is a potential customer. 

While the company barely more than a year old, it has several partners (see above) and 
customers such as Barnes & Noble, which used NetMorf’s SiteMorpher as its standard 
platform. And businesses need to cover their bases should mobile commerce really take off, 
says Peter O’Kelly, a wireless analyst with Patricia Seybold Group, a marketing firm that 
follows wireless and computer technology. 

“We believe that every application in the next couple years should be designed to accommo- 
date wireless Internet device clients,” O’Kelly says. WON 


Michael Maggio 
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3G 


from page 1 


holding the Arab world back has been the slow 
growth of Internet use, which could dampen de- 
mand for wireless Web access. 

Citing U.S. Commerce Department statis- 
tics, Abdulilah Dewashi, regional advisor to the 
United Nations’ Economic and Social Com- 
mission for Western Asia, told the confer- 
ence that while the Arab world makes up 3 per- 
cent of the world’s population it only accounts 
for 0.5 percent of world 
Internet usage. 

In addition, Dewashi 
said that the Arab world 
had purchased only $95 
million in goods over the 
Internet in 1999, the lat- 
est figures available. This 
compares to $51 billion in 
world purchases online in 
1999, according to U.N. 
statistics. 

He cited a number of fac- 


According to 
Accenture there will 
be a “gold rush” in 

the Arab telecom 
market beginning in 

2005 fueled primarily 

by market 


Arabic Content Needed 

Yazen Sheqem, senior consultant for business 
development at German consulting firm Detecon, 
said that Arab mobile phone operators should 
take a number of steps to ease the transition to 
the 3G world. He recommended that they part- 
ner with ISPs to increase Internet use in the re- 
gion, lobby governments to liberalize the mobile 
and Internet markets, and work with Web portals 
and content providers to expand the availability 
of Arabic language Web content. 

This last issue was cited by Dewashias one of 
the factors dampening the popularity of the 
Internet in the region. He said 
that the Arabic language ranks 
20" in terms of its use on the 
Internet, but Arabic is one of 
the top 10 languages in terms 
of the number of people who 
speak it. This needs to change 
before the Internet will take 
hold, he stressed. 

Thomas A. Janacek, senior 
product manager with Cana- 
dian software developer ZI 
Corp., showed participants his 


tors for ae low see liberaliza tion an d eee ie aHee 
usage in the region. There or mobile handsets. The inter- 
is distrustin the Arab world, demand for data Q@nd | face allows the user to type in 
particularly among govern- m-commerce Arabic letters on a keypad and 


ments, about the social and 
security consequences of 
widespread access to the 
Internet, he said. The 
more conservative elements in the region see the 
Internet as a force of Western cultural imperial- 
ism. Women, in particular, are discouraged from 
using the Internet, with only 4 percent of Arab 
women online, compared to 7 percent of women in 
China, he said. 

Dewashi said the wealthy Arab Gulf states 
are farther along than other Arab states in pen- 
etration of mobile and fixed-line telephony. But 
they still lag well behind the rest of the world in 
Internet usage and Web sites. Lebanon has high 
mobile phone penetration and higher-than-av- 
erage Internet usage compared to other Arab 
states, he added. 

Despite the slow Web uptake in the region, 
Philip Rixhon, a partner at Accenture (for- 
merly Andersen Consulting), predicted that 
there would be a “gold rush” in the Arab 
telecom market beginning in 2005 fueled pri- 
marily by market liberalization and demand for 
data and m-commerce services. This will fuel 
demand for advanced telecom equipment and 
networks such as 3G wireless and fiber optics 
technology. 
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services. 


the software recognizes the 
word and automatically dis- 
plays it on the handset. This is 
designed to speed use of the 
handset to send text messages 
and perform rudimentary Web tasks, he explained. 

Naguib Sawiris, chairman of Cairo-based 
Orascom Telecom, told conferees that his 
company is moving to upgrade its GSM networks 
to provide 2.5G services. The company oper- 
ates GSM networks in 15 countries in the region 
and has become what one analyst called “the 
Vodafone of the Arab world.” 

Sawiris called on Israel to cooperate with the 
Arab world in furthering the region’s mobile 
phone development. He said his company re- 
cently began offering mobile phone service in 
the Palestinian territories. 

The Arab world is in the beginning stages of 
mobile data and Internet development. So the 
door is open for U.S. equipment suppliers to pro- 
vide 3G systems based on U.S.-developed stan- 
dards rather than the predominant European 
standards. But the door won't be open for long. 

(Yazen Sheqem, Detecon, +49-228-700-1615; For 
Philip Rixhon, Nabil Khalil, Accenture, +971-4-330- 
3535; Thomas Janacek, ZI, 925-286-1930;; Naguib 
Sawiris, Orascom, +20-2-302-6930.) 


wirelesstoday.com 


O&A 


from page 2 


Deployment of messaging systems is a very 
profitable way for operators to continue to 
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terms of the operator’s business model and 
making sure that we’re helping them develop 
one that will keep them very healthy and very 
viable and growing. One of the things we’re 
doing — we have an initiative with Boston Uni- 
versity — GMII - global mobility innovation ini- 


make money and that 
money can help in terms 
of offsetting the cost rela- 
tive to the spectrum costs 
and the deployment of the 
infrastructure. 


WDN: Basically it’s 
about creating value-added 
applications to offset the 
huge cost the spectrum. 

Gelman: You said it bet- 
ter than I did! 


WDN: A lot of people 
talk about this is hot, that’s 
hot, this is going to be big 
this year. What are, in your 
opinion, the hot areas in 


“I think location-based 
services will start to 
emerge as the area for 
killer applications, so 
the ability to, in fact, be 
at a different location, 
be on a trip, 


understand where you 
can go for your favorite 
type of restaurant, | 
think those are the 
ones that are going to 
emerge this year.” 


- Stacey Gelman 


tiative — the reason we went 
into this initiative was to have 
top business schools and 
economic thinkers to really 
focus on the business model 
and what things we could be 
doing to help strengthen the 
industry overall. 


WDN: It sounds like it is 
especially important to bea 
leader and to take charge if 
you're an established com- 
pany. Would you agree? 

Gelman: Absolutely 
agree, and one of the key 
things in doing this is show- 
ing that commitment, moving 
forward in terms of the indus- 


wireless right now? 
Gelman: My own opin- 

ion is voice recognition is hot. If you think 
about the whole idea of the cellular phone, 
and the ability to use it more effectively, I think 
voice recognition is a key aspect of it, and I 
think people may be disappointed in what’s 
available right now, but like any new capability, 
once it’s out there, it evolves and becomes 
more and more viable. I also think short mes- 
saging is going to continue to be hot. I think 
the use of it in Europe outweighs the U.S. tre- 
mendously, but I think the same market ex- 
ists in the U.S. and I think in the U.S. we have 
to be more effective at hitting the teenage 
market, which is really where short messag- 
ing will cause increased penetration. And then 
I think location-based services will start to 
emerge as the area for killer applications, so 
the ability to, in fact, be at a different location, 
be on a trip, understand where you can go for 
your favorite type of restaurant, I think those 
are the ones that are going to emerge this 
year. 


WDN: What are Lucent’s biggest worries 
and concerns right now with wireless? 

Gelman: Our biggest concerns and worries 
are probably in terms of the price paid for spec- 
trum and how the business models will evolve 
to enable the operators to make money from 
spectrum, from the prices that they’ve paid 
for spectrum. I think our worries are more in 
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try overall. I also have to ad- 
mit it’s a lot of fun to deal with 
the university professors. 
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Vitria, which provides the back-end hardware that 
connects to carrier networks, joined to produce a 
new system that will make giving good customer 
service easier. 

Davinci’s Trinity product is now armed with 
Vitria’s BusinessWare technology, which will allow 
Davinci to deliver a “pre-integrated m-Care” plat- 
form to carriers, thus reducing overall costs by cut- 
ting out the need for a custom-made, integrated 
hardware-software system. 

Alan Lysne, Davinci’s chief technology officer, 
says the result is increased satisfaction and de- 
creased churn. 

“When we sell [m-care], we’re offering carriers 
the ability to roll out customer care service on a 
WAP phone or an HDML phone, butin order fora 
carrier to change an account balance, they need to 
go to the back end system,” Lysne says. “This 
allows us to develop integration points to back end 
systems.” 


i-mode Offers What Users Need 
ARLINGTON, Va. — NTT DoCoMo’s i-mode 


See BUZZ page 7 
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Looking Shaky? 
Blame Canada 


By MARISA TORRIERI 
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Turnquist), announced a net 
loss of $11.4 million on Feb. 28 
for its second quarter in 2001, 
which ended Dec. 31. 

To top it off, Canadian global 
positioning system integrator 
CSI Wireless [TSE: CSY] re- 
ported a net loss of $3.3 million, 
despite revenues of $9.4 million, 
for the fourth quarter 2000. 

Will the winter blues ever 
cease? 

“T think it’s challenging for 
everybody these days,” says Tim McNulty, a 
Cell-Loc spokesman. 

One development that could cheer Cana- 
dian companies trying to eke out a living in - 
this frigid market is the upbeat attitude of the 
wireless industry — even during these bitter 
times. 

Analysts and industry leaders are starting 
to talk more and more about how location ap- 
plications will help carriers make money. 

Astudy released less than two weeks ago from 
London-based high-tech market consulting firm 
Analysys reports that location services will be an 
essential part of future mobile packages. 

Analysys expects location service revenues 
to grow from $2 billion at the end of 2002 to 
more than $18.5 billion by the end of 2006. 

(Tammy Yamkowy, Cell-Loc, 403/569- 
5748) 
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mobile Web service has attracted 
nearly 20 million customers in two 
years not because teenage consum- 
ers are crazy about it or because 
few Japanese consumers have 
desktop browsers, but because the 
carrier offers useful applications 
with an easy-to-use interface. 
That is the perspective ex- 
pressed by Jud Bowman, president 
of Web search application devel- 
oper Pinpoint, at the Wireless Strat- 
egy 2001 conference last week. 
“i-mode is not a technology,” 
Bowman said. “[It] isa brand anda 
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business model.” 

The business model started 
with offering a user interface that 
made NTT DoCoMo customers 
comfortable with accessing Web- 
based content and applications 
from their mobile phones. “They 
have a really cool system,” Bow- 
man said. 

The user interface is a big rea- 
son the carrier has 19.5 million cus- 
tomers who pay $3 a month for i- 
mode service, plus .003 cents per 
unit of packet data used when ac- 
cessing the service. In addition, i- 
mode sites offering premium con- 
tent and applications charge cus- 
tomers an extra $1 to $5 a month 


for access. 
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Maybe We Just Have To Buy 
Some Japanese Of Our Own 


Opinion By JOHN SULLIVAN 

No matter what we do in most of the world, 
we don’t seem to be able to get wireless Internet 
services to take off. Consulting firm Accenture 
has released survey results 
which, like all the other survey 
results on wireless Internet adop- 
tion, look pretty dismal. 

According to Accenture, only 15 percent of 
consumers with cell phones in a worldwide study 
are using their phones to connect to the Internet. 
Even that number is essentially meaningless, as 
Accenture’s breakout quickly makes clear. 

In the United States, that number is 6 per- 
cent. As for using their phones for actual Internet 
commerce, that figure was less than 1 percent. 
The way it looks, anybody’s who has actually 
bought something by using their mobile phone 
to connect to an m-commerce site did so purely 
by accident. 

Practically all of the excitement about mobile 
data services is still coming from Japan, where 
Accenture claims a whopping 72 percent of cell 
phone users are using their devices to connect 
to the Internet. What is it about the Japanese 
experience that makes it so different from ef- 
forts to roll out data services elsewhere in the 
world? 

The question is an important one. Analysts 
are reportedly becoming convinced that the main 
reason European 3G rollouts are lagging is that 
European carriers don’t have the success of an i- 
mode to learn from as they roll services out. So 
clearly the Japanese experience has been key to 
developing the next generation of wireless ser- 
vices, and only one country seems to have it right. 
If we don’t want our own 3G efforts to crash and 
burn around us, we’d do well to figure out what 
makes it work in Japan. 

Sadly, part of the answer may be that Japa- 
nese carriers can make these services work be- 
cause so many of their customers are ... well, 
Japanese. Clearly there’s a cultural component. 
Some successful Japanese appli “‘gns just don’t 
sound like anything thatanybodyw Ide ~ ell 
in the United States. 

One example: music games. Among). 
arcade and home console video gamers, Musi 
games are all the rage 
right now. These mostly 
revolve around deci- 
phering and repeating 
complex rhythmic se- 
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John Sullivan is a senior analyst in 
Phillips’ Wireless Group. Look for his 
opinion, and that of other in-house 
experts, in this space each issue. 


quences that are thrown at the player with in- 
creasing speed. Think of it as learning to play 
the synthesizer by ear, very rapidly. 

Consider how this plays into the wireless 
environment. Japanese video game giant 
Konami has started making samples of the 
music to be included with future games avail- 
able as a separate i-mode service. Users will 
pay 200 yen per month to listen, and will be 
able to rate songs. Each song’s nationwide 
rankings will be checked every few days and 
the results e-mailed back to the users. This is 
a near-perfect expression of Japan’s consen- 
sus culture. Users will get to hash out which 
songs they like, and find out what other users 
think. Within a week or two the ratings will 
settle down into a stable listing. We can as- 
sume that Konami will look at those results 
and duplicate them when the actual game 
comes out. Thus, they’ll be assured that the 
game includes the music players want most. 

In most countries this would be called con- 
sumer focus group testing, and companies would 
pay special consultants through the nose for it. 
In Japan, Konami has managed to make it enter- 
tainment, and has consumers willing to pay to 
participate in it. 

While there may be some interface and ease- 
of-use differences between i-mode and WAP that 
give WAP a disadvantage, they seem less im- 
portant than the simple fact that Japanese us- 
ers just seem to be in love with the whole mo- 
bile data idea. This no doubt explains why we’ve 
seen deals between Japanese carriers and, say, 
Vodafone [VOD] for example. The more carri- 
ers try and fail to get European and American 
users excited about mobile Internet services, 
the more they raise their stakes in Japanese 
carriers to at least get a bigger piece of that 
action. 

Even a large portion of European and Ameri- 
can ideas for services seem to be traceable to 
Japan these days. Remember Tamagotchi, the 
little keychain-sized “virtual pets?” Motorola 
[MOT] is trying it as a way to sell 2.5G and 3G 
handsets. Motorola has done a deal with software 
developer Creature Labs, which apparently holds 
the rights to Sea Monkeys. Future Motorola hand- 
sets will have virtual Sea 
Monkeys that you'll have to 
feed and care for. It will prob- 
ably go over really well in 


Japan. 
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